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Sept 1-Oct 24,1975 


METRO NEW YORK/SOUTHERN CALIFORNIA 


WEEK BEGINNING 

1st FEATURED BRAND 

BRANDS 

ON 

DISPLAY 2nd FEATURED BRAND 

3rd FEATURED i BRAND 


BENSON & HEDGES 100 r S BOX 

1st Featured Brand - September 1-October 24, 1975 


SEPTEMBER 1-OCTOBER 24, 1975 


15 


22 


29 


13 


20 


BENSON & HEDGES 100* S : BOX 


MARLBORO 


SARATOGA 120'S 


VIRGINIA SLIMS 


* BRAND ACTIVITY: 


. During its initial debut in Metro New York and Southern California, 
Benson L Hedges 100's Box generated significant extra business for 
the brand. As a result, its national introduction will begin with 
the 5th Sales Cycle. 

* To compliment this national introduction, and to capitalize on the 
existing activity in. Metro New York and Southern California, Benson & 
Hedges 100*a Box will be the Primary Brand during the entire Sales 
Cycle. 
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. RETAIL OFFER : 

. The Sell-In will include 5 cartons of Benson & Hedges 100*8 Box with 
5% gratis allowed , 

. A 30-pack Set/Sell is provided, with' a $1 per outlet payment authorized 
for placement of the display in a self-service position for two weeks. 

. In addition, an 18^pack Set/Sell Is provided for use primarily in 
supermarkets, A $1 per display payment is authorized^ for the 
placement of to_ five displays In self-service position in active 
checkout lanes for a period of two weeks. The maximum payment per 
outlet is $5 . (Please note: Each Sales Representative will receive 
150 18-pack Set/Sells. Fifty of these have header cards imprinted 
on both sides, and should be used with this program.) 

. Payments to chain outlets will be made by check from the 
New York office to chain headquarters. Invoices covering 
all participating outlets, approved by a_ Section Manager or 
AM-CS , should be submitted to Mr. J. Hill. 

. Payments to independent outlets should be made locally to the 
store manager, and recorded! on the normal gratis receipt. 

. MERCHANDISING : 

. Benson & Hedges 10Q' T s Box will occupy the Primary section in all 
contract B and! B-l units. 

♦ 8, 12 and 16 channel Benson & Hedges 100 T s Box PACK MASTER merchandiser 
header cards will be provided to Division Managers. These header 
cards must be placed in all appropriately sized units during normal 
coverage. 

. SPECIAL MERCHANDISING : 

. Benson & Hedges 100's Sweepstakes easel counter cards, with attached 
entry forms, will be provided for each Sales Representative. These 
cards should be placed in outlets to help gain exposure for this 
exciting Sweepstakes. 

. Advertisements for the 100's Sweepstakes will be appearing in major 
weekly and monthly magazines and in Sunday supplements, beginning 
in mid September. 

. In. addition, there will be a Benson & Hedges 100’s Sweepstakes for 
the trade only . Each Sales Representative will be provided with a 
quantity of Retailer Entry postcards (see sample enclosed). In 
order to enter, the retailer must fill out the card completely and 
drop it in the nearest mailbox. First prize is $200, second prize 
is $100, and third prize is $50. 
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. PROMOTION MATERIALS: 


30 Pack Set/Sell 
18 Pack Set/Sell 
Small Shelf Talker 
Wood Rack Header 
B Wire Reader 
B-l Larger Header 
B-l Large Strip 
Old Wire Rack Header 
Pos ter 

2-Sided Carton Card 
Banner 

PACK MASTER Merchandiser Header Cards 
8 Channel 1 
12 Channel 
16 Channel 

Jumbo Pack - Filter - 97,500 
Jumbo Pack - Menthol - 97,500 
Carton Rack Label - Regular 
Carton Rack Label - Menthol 
‘PACK MASTER Merchandiser Label - Regular 
Easel Counter Card w/Stit. Coup. Pad 
(100'S Sweepstakes) 

Retailer Entry Cards. 

(100 1 s Sweepstakes) 


S/R' 

P/M ! 

H/R 

150 


25 

150 


25 

100 


25 


AS. PER LIST 



AS. PER LIST 



AS PER LIST 



AS PER LIST 



AS PER LIST 


150 


25 

250 


25 

50 




To Division Managers Per List 
To Division Managers Per List 
To Division Managers Per List 

150 

150 

8 sheets 
8 sheets 
1 sheet 
100 


300 25 25 


NATIONAL BRAND GROWTH* : 

. Benson & Hedges 100 r s Regular.. 4f 3.9 

Benson & Hedges 100 r s Menthol .-H10.3 

. TOTAL BENSON & HEDGES 100 f s. .......... 4f 5.0 


^SOURCE: The Maxwell Report; April 30, 1975. 
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MARLBORQ 

2nd Featured Brand - September 1-October 24, 1975. 

« _ 

. BRAND 1 ACTIVITY : 

. Marlboro Lights continues as one of the fastest growing cigarette 
brands: in the industry, and during the first half of 1975 
maintained its 30 percent plus growth rate, 

. During the entire 5th Sales Cycle, Marlboro Lights will be the 
2nd featured Brand. 

. Marlboro Lights will be displayed in the secondary section of 
all contract B and B-l units. 

. A shelf-talkerposter and easel counter card are provided to 
help gain additional exposure for this brand. 

. The Sell-In will Include two cartons of Marlboro Lights and one 
carton of Marlboro 100 f s, with 5 % gratis allowed. 

. A-l PROMOTION : 

. The Marlboro Family will be featured' in a unique 180-carton 
A-l Promotion this Cycle (September 1-Sept ember 26, 1975):* 

. This Marlboro A-l will be the first featured^ under our new 
merchandising program, and we are optimistic about the success 
of this promotion. 

. NATIONAL BRAND GROWTH* : 

. Marlboro Box ...+ 1.2 

. Marlboro Soft . ..*.. * . + 3.7 

, TOTAL MARLBORO RED s . . e > . 5 . . . ... . . . + 2.0 

. Marlboro 100 T s Box .. . ... +27.3 

. Marlboro 100 ? s Soft' . . . s ....... .. +14.4 

. TOTAL MARLBORO lOu’s ....... .. . +16.9 

. Marlboro Lights ..... . +31,4 

. Marlboro Menthol. +16.7 

. TOTAL MARLBORO . +5.5 

^SOURCE: The Maxwell Report; April 30, 1975. 
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SARATOGA 120'S. 


3rd Featured Brand - September 1-September 26, 1975. 


• BRAND ACTIVITY : 

. Since its introduction, Saratoga 120's have continued to exhibit 
the kind 1 of sales growth and vitality necessary for success. 

. To take advantage of the growing consumer awareness of the brand, 
gaining distribution and! display of Saratoga 12G f s, and the 
placement of Saratoga 120 1 s P.O.S. materials, remain the key Sales 
Force goals. 

, Saratoga 120's will be the 3rd Featured Brand during the first four 
weeks of the 5th Cycle. 

. The Sell-In will include two cartons of Saratoga 120's, with 
5% gratis allowed. 

. A 20-pack Set/Sell poster and easel counter card are provided 
to gain increased exposure for the brand. 

* In' addition, the brand will receive major advertising support 
in'weekly and monthly magazines, including TV Guide , Time , 

Newsweek , Sports Illus trated'i , People , Playboy , Qui , Viva , 
Cosmopolitan and Glamour . Also, outdoor support will be provided 
in> all major marketing areas during October. 
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V IRC IN IA SLUMS : 

3rd Featured Brand - September 29-October 24:, 1975. 


. BRAND ACTIVITY : 

. Virginia Slims performance during 1975 has been most impressive, 
with growth of more than 8 percent. 

. Virginia Slims will be the 3rd Featured Brandi during the second 
four weeks of the 5th Cycle. 

. The Sell-In will include four cartons of Virginia Slims, with 
5% gratis allowed. 


. CONSUMER OFFER : 

. Virginia Slims will again feature the nostalgic box matches. The 
consumer will be offered three boxes of nostalgic matches free 
with a_ two package purchase of Virginia Slims . 

. A special 36-pack Set/Sell unit will be provided, which holds 
18 two pack/three match box sets. 

. In addition, each Sales Representative will receive one extra 
match box for placement use on each display, and an additional 
five match boxes per display as a dealer incentive* No display 
payments: are authorized for the placement of the 36--pack display. 
The retailer will be given the five packages of matches in lieu 
of payment. % 

. Please note: On-pack promotions are not allowed in the states 
of Indiana, Nebraska andi Montana. In these three states, 

Sales Representatives will be provided wi t*h Virginia Slims 
generic 20-pack Set/Sell units. The normal $1 per outlet display 
payment is authorized for placement of these displays in outlets 
with a B or B^l merchandising contract. Display payments should 
be recorded on the regular gratis receipt. 

. Also, in these three states only, the Sell-In will include only 
two cartons of Virginia Slims, with 5% gratis allowed. 


. NATIONAL BRAND GROWTH* : 

. Virginia Slims Regular .... ....,..+ 6.8 

. Virginia Slims Menthol .. . +11.3 

. TOTAL VIRGINIA SLIMS ..... . . +8.7 

*S0URCE: The Maxwell Report; April 30, 1975. 
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RETAIL ACTIVITY - NON-CONTROLLED OUTLETS 




The Sell-In during the first four weeks of the 5th Cycle consists of 
a 10 carton combination offer . 

. During the second four weeks , the Sell-In consists of a _12 carton 
combination offer ( except in the states of Indiana, Nebraska and 
Montana, where it will remain 10 cartons). 

. Latitude is permitted in changing the product mix in the Sell-In to 

fit the local circumstances. For example, we suggest a Sell-In of three 
cartons of Marlboro - 2 Lights and 1 100's. In a situation where the 
retailer has a sufficient inventory of Marlboro Lights, you may 
Sell-In two or even three cartons of Marlboro 100’s. However, all 
contract B and B-l units must contain Marlboro Lights. Direct any 
specific questions concerning the Sell-In to your Division Manager. 


GRATIS AND DISPLAY ALLOWANCE : 

. 5% gratis Is allowed on the 10 carton Sell-In the first 4 weeks of 

the Sales Cycle. 

. 5% gratis is allowed on the 12 carton Sell-In of the second 4 weeks. 

. Total gratis allowed: 

First Four Weeks : 5 packs Second Four Weeks : 6 packs 




^ . . . * • 
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. A $1 Set/Sell allowance per outlet is authorized for displays placed 
in a self-service position for two weeks. ( Please note : This $1 
payment will not be used with the Virginia Slims 36-pack match box 
Set/Sell. The retailer will be offered 5 free match boxes in lieu 
of payment.) 

. In outlets with a B or B-l merchandising contract, use the 3rd 
Featured Brand 20 or 36 pack Set/Sell display. In> those without 
a merchandising contract, use the 1st Featured Brand' 30 pack 
Set/Sell display. 

. Combinations you can offer the retailer: 

. 5% gratis plus the $1 Set/Sell allowance. 

. 5% gratis alone. 

. $1 Set/Sell allowance alone. 

. In Independent supermarkets, 5% gratis plus the $5 allowance 
for five checkout displays. 


. REPORTING : 

. Sample Scanner Reporting Instructions are enclosed. Please review 
these instructions carefully, and make certain that all Scanners 
sent to Oklahoma City have been marked completely and accurately. 
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PRESENTATION SUGGESTIONS 



NON-CONTROLLED OUTLETS' 

. PROFIT PRESENTATION: 


100 Packs X_c per pack selling price 

Number Cartons_X$ C ost per carton 

Subtract Retailer’s Cost from Gross Sales 

-ADD $1 (Set/Sell Allowance) 

-ADD 5 packs X_C per pack selling price 

ADD GROSS DOLLAR PROFIT + SET/SELL 
.ALLOWANCE + 5 FREE PACKS 

TOTAL GROSS DOLLAR f GROSS SALES 


$_ 

_GROSS RESALE VALUE 

$_ 

_RETAILER'S COST 

$_ 

_GROSS DOLLAR PROFIT 

$_ 

__SET/SELL ALLOWANCE 

$_ 

_RESALE VALUE - 8 FREE PACKS 

$_ 

_TOTAL GROSS DOLLAR PROFIT 

$ 

_GROSS PROFIT MARGIN 


. Brand Growth and Market Share figures are optional elements of this 
presentations and' should be used as required. 

. Appropriate modifications should be made for the Sell-In during the 
second four weeks of the Cycle , to include the 12Q 1 cartons and maximum 
of six gratis packs. 

. The $1 Set/Sell allowance may be replaced by the $5 payment for five 
checkout displays. 


CONTROLLED OUTLETS 

Primary Objectives: (1) Getting to' the order guide, (2) Increasing the base 
inventory in each outlet and (3) Getting the merchandise out on the carton 
and pack racks. 

. APPROACH MANAGER: To tell purpose of call _ 

. SERVICE DISPLAYS AND RACKS: 

. Fill and label pack rack. 

. Fill and! label carton rack. Use available space to insure that our 
major brands and packings have adequate distribution. 

. It is especially important that Benson & Hedges 100's Box be placed 
on the carton rack and pack rack in all controlled 1 outlets that 
have accepted the brand. 
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, Refill and relocate A-l or other displays as required. 

. P.O.S. ITEMS (SMALL PIECES): should be put in place as you are 
re-setting racks and displays. 

. INVENTORY CARTONS ON HAND - FOLLOW' THESE SELLING POINTS: 

. Note brands which are low or out-of-stock. 

. Check inventory status for last three visits. 

. Explain to the store manager that out-of-stocks are losing him _ 

carton sales and!_ " dollars profit. 

. Point out the growth of our brands (See Background Information). 

. Formulate a book order based on the inventory condition and needs 
of the outlet. 

. List your order: By brands: _ Total order _ 

. Make certain all brands needed by the outlet are placed in the order 
guide. Leave the suggested order with the store manager. 

. His weekly order should be increased by_ cartons. 
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SCANNER SHEET REPORTING INSTRUCTIONS 

5TH SALES CYCLE-SEPTEMBER 1 - OCTOBER 24, 1975 ; 



SALES REPRESENTATIVES'S NAME 
TERRITORY NUMBER_ ; _ 


S 


REPORT IN THESE SECTIONS fN THE NORMAL MAN- : 
NER. BE ESPECIALLY CAREEUL TO INSURE THAT 
YOUR PROPER TERRITORY NUMBER IS WRITTEN 
AND MARKED IN THE APPROPRIATE SPACES. 


1 




REPORTINa 

SALES REPRESENTATIVE'S 
TERRITORY 

NUMBER 


PEI 

CYCLE 

IOD 

WEEK 

0 0 

© © 

0 0 


0 

0 

0 0 

0 0 

0 0 


0 

0 

0 0 

0 0 

00 


0 ; 

0 

0 0. 

0 0 

.00 



0 

0 0' 

0 0 

0 0 


0 

0 

0 0 

0 0 

0'0 


0 1 

e 

0 0 

0 0 

0 0 


01 

0 

0 0 

0 0 

,0 0 

f c 

.0 j 

0 

0 0 

0 0 

’0 0 

MOM 

'“el 

0 

0 0 

0 0 

0 0 


_£j 

0 


REVIEW YOUR SGANNEF COMPLETELY BEFORE MAILING TO MAKE CERTAIN THAT ALL FIELDS 
ARE MARKED CORRECTLY. PLEASE BE SURE THAT THE "REPORTING PERIOD" SECTION IS 
CORRECTLY MARKED FOR CYCLE 5. AND THE APPROPRIATE WEEK - 1 fHRU 8. 


SELLING 

ALONE 

Ml NO 
TRAINED 

pack- 

masters 

VCNOIMO 

COVERAGES 

OAY8 

FRAC¬ 

TIONS 

OATS 

FRAC¬ 

TIONS 

DAYS 

FRAC¬ 

TIONS 

GAY* 

FRAC¬ 

TIONS 

0 

0 

0 , 

0 

0 

0 

0 5 

0 

0' 

0 

0 

0 

@ 

0 

‘0 

0 

0 

e 

0 

9 

0 

0 

0 

8 

0, 


0 


0 


8 


0 

j 

■ 0 


UL 


: 0 


SICK 

SALES 

SAMPLING OR 

OTHER 

VACATION 

NEED NOE 

STORE 

SALES 

’tTme | 

DAYS 

FRAC¬ 

TIONS 

DAYS 

FRA<> 

TIONS 

DAYS 

FRAC¬ 

TIONS 

DAYS 

FRAC¬ 

TIONS 

0 

0 

0 ' 

0 

•0J 

6 


0 

0 

0 

0- 

G 

.0 i 

0 

,.,Q- 

0 

0 

0 

0, 

0 

,0, 

0 

0 • 

0 

0- 


m 




f©; 


-0 


■ 0v 
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MAIL IN AMPLE TIME FOR THE SCANNER TO ARRIVE IN OKLAHOMA CITY NO LATER THAN * 
MONDAY MORNING. ALL CORRESPONDENCE SENT TO COMPUTER MANAGEMENT CORP. 

MUST INCLUDE THE SENDER'S RETURN ADDRESS. 
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CONTROLLED TROLLED 


9 0 

0 

18 

3 

9 

00 

0 

; 0 

0 

0 

0 : 0 

0 

|@ 

0 

0 

0 0 

0 

. :0 

0 

0 

0 0 

0 ; 

",0 

0 

6 

0 0 

0 

;0 

0 

0 

0 0 

0 

!0 

0 

G 

0 0 

0 1 

.0 

0 

0 

0 @ 

@1 

!0 

0 

0 

@'0 

0 

6 

0 

0 


REPORT THE NUMBER OF NGN-CONTROLLED 
AND THE NUMBER OF CONTROLLED CALLS 
MADE EACH WEEK. 

j 


TOTAL 

GRATIS. 

USED 

8 

8 

S 

0 

Q 

0 

0 

0 

0 

0 

® 

0 

0 

0 

0 

® 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

6 


ALL GRATIS 
SHOULD BE COM¬ 
BINED AND TOTAL 
PACKS USED 
REPORTED IN 
THIS COLUMN. 


SPECIAL INSTRUCTIONS 



CONSUMER INCENTIVE | 

COLUMN 

i COLUMN 

COLUMN 


i 1 

PK$ 20S 

SAMPLE 

# 


' A 




’ r 1 

SWITCH , 

20 S 

0 0~0 


0 0 0 


0 0 0 


; ! 1 

I 0 0 $ 

0 0 0 

0 0 0 


0: 0 0 


0 0 0 


J i i 

0 0 0 0 

0 0 0 

0 0 0 


0:0 0 


0 0 0 


! i ! 

0 0 0 0 

0 0 0 

00 0 


0 0 0 


,0 0 0 


i j i 

0 0 0 0 

0 0 0 

0 0 0 


00 0 


0 0 0 

r a . 

, .( 

0 00 0 

0 0 0 

0 0 0 


10 0® 


0 ® ® 


j 

0 0 0 0! 

0 0® 

0 0 0 


j0 0 0 


;0 0 0 



@®08' 

@ 0 ® 

0 0 0 


0 0 0 

! 

i 

0 0 0 



0 0 0 0 

3 3 3 

0 0 0! 


0 0 0 

1 

0 0 0 


it 

©00 ©j© ® ©. 

® 0 ®! 


|@ @ 0 

j 

0 0 0 



@000 

8 0® 


REPORT THE TOTAL NUMBER OF BENSON 
& HEDGES 100'S BOX JUMBO PACKS USED 
IN COLUMN NO. 1. 

DO NOT REPORT IN COLUMNS NO. 2 
AND NO. 3 


REPORT TOTAL 
NUMBER OF 2G's 
SWITCH SOLD IN 
THIS COLUMN. 


REPORT TOTAL 
NUMBER OF. 20's 
USED FOR 
SWITCH SELLING 
AND SAMPLING 
JN THIS COLUMN. 
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PHILIP MORRIS «• 

SALES PERSONNEL EXPENSE VOUCHER 


DRAFT NO. 

_J_ FILi 

SALESMAN'S NAME (PRINT) 

HEADQUARTERS (CITY-STATE) - 


GROUP SALESMAN’S NUMBER 

, WEEK ENOINQ (SATURDAY) 

1 _ 197 

I SECTION NO. ~~ 


MON. TUES. WED, THURS. FRI. SAT. 


Hours Worked 

| Expiration {Time Not Worked} 

j Town and Stare Where 
j Expenses Were Incurred 

j Room. 

; * Msell 

Z - 

J Telephone, Portage _ 

X TrinjDorUtKW Peid bY You"" 
" {othtr thm compan y cur) 

n Car Rentib 

' o Penonat Smoke* 

t Q - 

; * Supplies - Office. Etc\ 


l B & H 100’S BOX ACTI V ITY; 

jj 30 PACK SET/SELL _ 

18.PACK SET/SELL _ 

J Switch Sampling 
| Sample* - Other (Sptnfy) 

< TOTAirGRATIS 

MI MARLBORO A- 1 ___ 

Pp 20'PACK SET/SELL 

Zq |- 


Maximum $1 pe:~ outlei: for. 2 tfeek period 
$1 per display - Maximum $5 per outljet 


$12.50 display allow* nee per outlet ] 
$T display al owance per outDeE 1 


MERCHANDISING PROGRAM EXPENSE — PERFORMANCE REPORT TOTAL (fORM fl ?E2 ATTACHED) 


AIR TRAVEL CARD CHARGES 


DESTINATION AMOUNT 


TOTAL EXPENSES ABOVE 


AUTO EXPENSE 

(From Auto Eipcrac Stetemaitf 



AUTOMOBILE EXPENSE STATEMENT 

IWEEKENDINQ 


[“SALESMAN'S name iprjnTT 

r YEARi 

MAKE OF CAR | 

. . 1 

TERRITORY CODE 

CAR PERM. CD 

ASSIGN ED TEMP. CD 



j&sm _ 

item 

mm 

$ 


BUSINESS 


TRIPLICATE- RETAINED 


100240480S 


Source: https://www.industrydocumentsiucsf.edu/docs/rtjk0000 


















To: 

From: 

Subject: 


1002404806 


•> . c 

PHILIP MORRIS INCORPORATED 
INTER-OFFICE CORRESPONDENCE 

100 Park Avenue, New York, N.Y. 10017 


ALL SALES REPRESENTATIVES Date . August 12, 1975 

John M. Sandor 

BENSON & HEDGES. 100'S HARD PACK OVERLAYS 


Standard^ carton rack and vending' labels for Benson & Hedges 100's 
Box will not be available until October 1, 1975. As a result, the 
attached Hard Pack Overlays are to be used until that time. 


/jz 







Source: https://wwwJ 


indiiistrydocumedts.ucsf.edu/docs/ttjkOOOQ 
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HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

? HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 
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HARD PACK 

HARD PACK 
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HARD PACK 
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HARD PACK 
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HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

. HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK I 

. HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK j 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

i HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 1 

HARD PACK 

HARD PACK 

| HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

"ARD PACK i 

HARD PACK 

HARD PACK 

i HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK ; 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK | 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

; HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 
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HARD PACK 

HARD PACK 
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HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK - HARD PACK ] 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK 

HARD PACK ^ HARD PACK j 
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WE'LL GIVE YOU TWO GUESSES. 
AND MAYBE 

TWO HUNDRED DOLLARS. 





Source: https://www. injdustrydociimerits 
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$200's the first prize in Benson & Hedges 100's Sweepstakes for 
the trade only, (it's the equivalent of! 100 feet of $1 bills.) 

Second prize is 100 $1 bills and third is 100 half dbllars. 

All you have to do is guess which of the 100 Benson & Hedges 
100's Sweepstakes this year will draw the: most entries and. 
which the least. 

Just be sure your entry card is postmarked by February li, 1976 
and received no later than February 10, 1976. 

As for guesswork,, it doesn't! take any to know that the 100 
Sweepstakes will 1 help you sell Benson & Hedges 100's again this 
year. \Afe're just bringing you this guessing game to held you win 
another way; 


Here are my guesses; sweepstakes #_will draw 

the most entries, sweepstakes #_will draw the 

fewest.. Sure hope these guesses work. 

Name Store 


Street 


City- 


State _ Zip 


o 


Official Roles 

BENSON & HEDOES 100's TRADE SWEEPSTAKES 

ll On the attached uastdge-free reply, card fit! in yaur name,.store name and address and your guess of the 
sweepstake that will d^ow.the most ientries cr.a the one that will draw fewest ^entries in ahii year's 100 Sweepstakes. 

2. entries nn.-sf be postmarked by f ebruen y 1, 1976 and received no later rhnn Fcbruao/ :0. 1VV6. 

3j Winne.s wit! be selected by No'ianal judging h stit-ife, be. whose decis ons are Irnal. In the eventiof a tie, winners will Ibe 
selected iby a drawing among those entries with the correct answers. 

4. This contest is open only ra persons over 2) years .of age Employees and their families af Philip Morris, its subsidiaries, 
advertising and judging agencies ore not .eligible. Offer is void wherever prohibited lor restricted by.ldw. 
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Source: https://wwwjndustrydocuirrents.ucsf.edLi/docs/rtjk0000 
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ARCHIVE LOCATION VARIANCE SHEET 


1002404811 


inn < 


THE NUMBER (RANGE) 



IS LOCATED: 


( ) IN THE AUDIO CABINET 


( ) IN THE VIDEO CABINET 


( ) ON THE OVERSIZE SHELF 


( ) IN THE MICROFORMS CABINET 


( ) AT THE WAREHOUSE 


( ) IN THE TRANSLATION/TRANSCRIFTXON FILES 


■X 


(A I other 


OV£?/?3>ze 2x)cU/M£MT /N CoUecrnsN 


Source: https://www.industrydocuments.ucsf.edu/docs/rtjkOOOO 
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